Despite the importance of satisfaction, loyalty and relationship length in the literature, there is very little evidence of studies within the Nigerian Business to Business (B2B) Relationship terrain. This paper seeks to investigate the effect of relationship length on SMEs association with their banks in Nigeria. Measurement Items were adapted from various scale sets presented in existing studies were combined to investigate the B2B relationship context. Data were collected from 221 SMEs via a self-administered questionnaire completed either by the SME owner or senior manager with responsibility for relationship with their bank, providing 199 usable records. Principal Component Exploratory Analysis (PCA) was used to determine the underlying data structure, with subsequent deployment of Cronbach's alpha as a post-hoc assessment of the internal reliability of the retained factors. Subsequently, regression analysis was employed to determine the impact of satisfaction on loyalty in a short and long term relationship contexts. The analysis presented suggests that the SMEs' had evidence of been satisfied with their bank, however, the regression analysis for both short and long term relationship length were both significant in impacting their loyalty towards their bank. The originality of this paper lies in the investigation of a B2B relationship involving SMEs and banks within a relationship context that hitherto was unknown and the validation of relevant relationship building blocks.
Introduction
Relationship marketing (RM) is recognised as a major paradigm shift in marketing activities from the late 1980s, superseding transaction marketing dominance in the early 1960s (Gummesson, 2002; Gronroos, 1994; Palmatier et al., 2006; Sheth & Parvatiyar, 2002) . Since the advent of RM, there have been prolific studies undertaken to understand the dynamics of RM and its implications to theory and businesses (Beck, Chapman, & Palmatier, 2015; Zhang et al., 2016) .
In terms of areas and focus, a significant amount of studies have examined different driving factors of RM with particular focus to key driving factors on satisfaction, trust, commitment and loyalty (Garbarino & Johnson, 1999; Fullerton, 2011) as crucial for building and sustaining long term relationship (Beck, Chapman, & Palmatier, 2015; Zhang et al., 2016) . Another interesting and important factor to RM is relationship length (RL). The concept of RL relates to the number of years two parties have been engaged in meaningful business exchanges (Wang & Wu, 2012) . There is evidence in the literature on the importance of RL (Wang & Wu, 2012) . In particular, the presence of longer relationship length is considered to strengthen a relationship especially as a key for building loyalty (Wang & Wu, 2012) .
The relationship between Nigerian banks and SMEs has been considered to be modest, considering the decline of financial support to the latter and financial crises that has affected the former. This modest record of performance can be accounted for by an absence of financial regulation, poor banking skills, fraudulent practice, over reliance on the state sector and weak capitalisation (Uche & Ehikwe, 2001; Beck et al., 2005; Agbonkpolor, 2010) .
Based on the evidence of strained relationship between the Nigerian Banks and SMEs, and the lack of evidence of RL study in developing economies with particular focus in Nigeria, this study aims to examine the influence of SMEs satisfaction and loyalty towards their bank and the impact of relationship length within the specific context. The study aims to contribute to the body of knowledge on RM and RL by extending an investigation into a new relationship terrain which is lacking in the academic literature.
The next section examines the key component of satisfaction and loyalty, whilst subsequent sections will present the study's data, analysis, findings, and contribution to the body of knowledge and recommendation to business practices.
Literature Review

Relationship Satisfaction
The literature has two prevalent approaches in the illumination of customer satisfaction. One approach is the transaction specific satisfaction and the overall satisfaction (Bodet, 2008; Lam et al., 2004; Johnson et al., 2001; Jones & Suh, 2000; Olsen, 2007; Veloutsou et al., 2005) . The other approach is the confirmation and disconfirmation paradigm (Homburg et al., 2001; Homburg, Koschate, & Hoyer, 2005; Oliver, 1997; Patterson et al., 1996) . The concept of transaction-specific satisfaction relates to a customer evaluation of one time encounter with various aspects associated with the business service provider (Jones & Suh, 2000) . Various elements of customers' evaluation in specific encounters comprises of the quality of the service, quality of the product and price of the services offered by the service provider (Andaleeb & Conway, 2006; Spreng & Mackoy, 1996) . This approach enables the service provider to gain valuable insights into the relevant service offerings and products that drives customer satisfaction (Johnson, Anderson, & Fornell, 1995; Veloutsou et al. 2005) .
In contrast to the transaction-specific approach, the cumulative approach delineates satisfaction from the summative perspective of customer evaluation of the services provided (Homburg et al., 2005; Johnson et al., 2001) . While the cumulative perspective differs from the specific transaction approach, the latter is essential in the formation of the former. This is because cumulative satisfaction is aggregated based on the overall customer encounter on each occasion with the service provider. In other words, satisfaction is an ongoing and dynamic process (Fournier & Mick, 1999) . Lam et al. (2004, p. 295) , observe that "overall satisfaction is a more fundamental indicator of the firm's past, current, and future performance". Most companies rely on cumulative satisfaction because it has a better reflection of the true psychological state of the customer to a service provider and is relatively stable overtime (Lam et al., 2004; Veloutsou et al., 2005) . That is, customer state of mind about a product builds over time because of the various encounters with the services (Oliva, Oliver, & MacMillan, 1992; Veloutsou et al., 2005) .
In the customer satisfaction literature, the confirmation and disconfirmation framework explicates how customer satisfaction emerges (Fournier & Mick, 1999; Homburg et al., 2005; Oliva et al., 1992) . Customer satisfaction relates closely to how the performance of the services is able to fulfil the anticipated expectations (Evanschitzky et al., 2012; Oliva et al., 1992; Roman, 2003) . With this performance and expectation evaluation, there are three fundamental perspectives to satisfaction (Oliva et al., 1992) . The consumption of services is equivalent with the expectations (standards), in this case, confirmation of performance is established (Oliva et al., 1992; Roman, 2003) . On the other hand, an expectation that is below the performance of the services leads to negative disconfirmation, while service performance above the customers' expectation level leads to positive disconfirmation (Oliver, 1980; Oliver 1997) . Cogently, confirmation and positive disconfirmation will most likely influence customer to a state of satisfaction with a service provider (Oliver, 1997; Roman. 2003) . In situation when customers have a positive disconfirmation, satisfaction will be the resultant outcome, whereas, in situation of negative disconfirmation, customer dissatisfaction and discontentment represents the possible resultant effects (Oliver, 1997; Roman, 2003) .
The review of the literature suggests various academic definitions of customer satisfaction. There is a dominant definition of customer satisfaction being related to works by Oliver (1997) . Oliver (1997) reviewed the extant literature to provide a comprehensive definition of satisfaction consistent with theoretical and empirical evidence. In the author's definition, customer satisfaction is the "consumer's fulfilment response. It is a judgement that a product or service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption-related fulfilment, including levels of under or over fulfilment" (Oliver, 1997, p. 13) . In this definition, two important notions are evident. First, satisfaction is pleasurable, which implies that satisfaction gives pleasure and reduces discomfort when a problem is solved by consumption of product or the utility of a service. The second point to note is that of fulfilment. Oliver (1997) , states that the reference to fulfilment in his definition highlights that a goal exists and needs to be filled.
Similar to Oliver's definition of customer satisfaction, other academic studies have defined satisfaction as documented in Table 1:   Table 1 . Various authors' definition of satisfaction
Authors
Definition attributes Anderson & James (1984, p. 66) "define customer satisfaction as the "positive affective state resulting from the appraisal of all aspect of a firms working relationship with another firm". Anderson et al. (1994, p. 54) "viewed customer satisfaction as an "overall evaluation based on the total purchase and consumption experience with a good or service over time". Hellier et al. (2003 Hellier et al. ( , p. 1765 "defined customer satisfaction as the "degree of overall pleasure or contentment felt by the customer, resulting from the ability of the service to fulfil the customer's desires, expectations and needs in relation to the service". Homburg & Stock (2004, p. 146) Defined satisfaction as "an affective state, that is the emotional reaction to an experience or a sequence of experience with a supplier". Olsen (2007, p. 320) "defines satisfaction "as a consumer's personal and overall evaluation of satisfaction and pleasure with a given product category and as a cumulative rather a transaction-specific construct".
Within the B2B research settings, the definition provided by Anderson & James (1984) appears to be frequently used in the literature (Garbarino & Johnson, 1999; Geyskens et al., 1999; Lam et al., 2004; Roman, 2003) . This is because the definition identifies satisfaction from a cumulative perspective and in the setting of a business relationship.
Loyalty
Academics and practitioners in the marketing arena are to a large extent in agreement regarding the relevance of customer loyalty to a business (Beerli et al., 2004; Gummerus et al., 2004 , Jones et al., 2007 . Loyalty of customers is recognised to have the propensity to increase business sales and profits (Evanschitzky et al., 2012; Reichheld, 2003; 2006) and reduce cost of operations (Reichheld & Teal, 1996) . Customer loyalty is also considered to be essential from a business point of view (Bove & Johnson, 2000) , although the actual conceptualisation of customer loyalty has suffered a similar fate as customer commitment (Ball et al., 2004) . That is, there is evidence of inconsistencies in relation to the conceptualisation and dimensionality of loyalty concept.
The inconsistencies in the definition of loyalty are reflected in three different perspectives in the literature (Dimitriades, 2006; Knox & Walker, 2001; Rauyruen & Miller, 2007) . These are the behavioural perspective (Ehrenberg & Goodhardt, 2000; Olsen, 2007; Rauyruen et al., 2009) , the attitudinal perspective (Shankar et al., 2003) , and the composite perspectives (Ball et al., 2004; Bell & Eisingerich, 2007; Day, 1969; Dick & Basu, 1994; Kumar & Shah, 2004; Oliver, 1999) . The composite approach to loyalty integrates both the behavioural and attitudinal perspectives.
In the behavioural literature, academic scholars are unanimous in their belief that behavioural loyalty is centred on repeat purchasing behaviour by consumers (Aydin Ozer & Arasil, 2005) . Academics that oppose the behavioural approach to customer loyalty have identified some of the inherent flaws in the conceptualisation of loyalty as regular repeat behaviour of customers (Dick & Basu, 1994; Oliver, 1999) . The problem with the behavioural perspective of customer loyalty is that it is not clearly understood whether the repeat buying is motivated by habit, situational reasons or psychological factors (Dick & Basu, 1994; Odin et al., 2001 ). For illustration, Dick & Basu (1994, p. 100) stated that "high repeat purchase may reflect situational constraints, such as brands stocked by retailers, whereas low repeat purchase may simply indicate different usage situations, variety seeking, or lack of brand preferences within a buying unit". Based on the difficulty of predicting high and low sales, it would be difficult for a company to influence the repeat buying behaviour of customers since management has little understanding of what is influencing continuous patronage (Odin et al., 2001) . for customers to rate their level of preference for the brand or services (Knox & Walker, 2001 ). The attitudinal approach to loyalty focuses on the psychological dimensions of customer attitude to the service provider such as long term commitment of a customer to the organisation, which cannot be inferred by merely observing customer repeat purchase behaviour (Auh et al., 2007; Shankar et al., 2003) .
A different perspective to the attitudinal or behavioural loyalty approach is the composite loyalty perspective (Dick & Basu, 1994; Hutchinson et al., 2011; Oliver, 1997 Oliver, , 1999 Wallace, Giese, & Johnson, 2004) . This approach enables the integration of both the attitudinal and behavioural elements in the conceptualisation of loyalty (Caceres, & Paparoidamis, 2007) . Although there are numerous definitions of composite loyalty, the definitions provided by Jacoby & Kyner (1973); Dick & Basu (1994); and Oliver (1999) loyalty studies appear to have become the fundamental framework in the operationalisation of loyalty in the extant literature because these scholars' definition of loyalty all have a common theme in the operationalisation of loyalty as both an attitudinal and behavioural concept.
Jacoby & Kyner (1973) considered a set of six necessary and collectively sufficient conditions to operationalise loyalty. According to the authors, loyalty is "(1) the biased (i.e non-random), (2) beh.…i[avioural response (i.e., purchase), (3) expressed over time, (4) by some decision-making unit, (5) with respect to one or more alternative brands out of a set of such brands, and (6) is a function of psychological (decision making, evaluative) processes" (Jacoby & Kyner, 1973, p. 2) .
The authors' definition combines both repeating purchasing behaviour towards a brand and psychological evaluation of the decision making process (Knox & Walker, 2001 ). According to Bloemer & Kasper (1995) , decision making and evaluative processes are the two fundamental elements of loyalty conceptualisation which distinguish loyalty from the behavioural loyalty of repeat purchasing. That is, the absence of a decision making process and evaluation as part of customer loyalty would limit and construe loyalty as spurious loyalty of repeated purchasing of the same brand or portfolio of brands (Bloemer & Kasper, 1995) . The conceptualisation of loyalty to have the dimensions of attitude and behaviour identifies loyalty as truly in existence when the consumer does not only purchase the brand or utilise the service but considers his actions and makes a decision to act in favour of the company offering (Bloemer & Kasper, 1995; Chaudhuri & Holbrook, 2001; Day, 1969; Dick & Basu, 1994; Oliver, 1999) .
Study Design and Data Analysis
The study considered two scale sets measuring both satisfaction and loyalty. The measurement items for overall satisfaction adopted in this study originated from the work of Lam et al. (2004) and Oliver (1980) from the retailer and supplier business relationship. These satisfaction items have been extensively applied in marketing research especially in B2B relationship contexts (Cater & Zabkar, 2009; Garbarino & Johnson, 1999) . Item 1 measures the SMEs' perception of the overall satisfaction towards their banks, Item 2 measures the SMEs' perception of their happiness with their bank. Item 3 measures the SMEs' expectations of the services delivered. Finally, Item 4 measures how fairly the SMEs perceive the treatment received from their bank. For loyalty, 8 items were adopted in this study measuring advocacy and repurchase intention. For advocacy, Items 1, 2 and 3 measure positive recommendations to other people, other companies and business partners, Item 4 measures recommendation emanating from business discussions. The measuring items originate from the scale development on advocacy by Zeithaml et al. (1996) . Item 4 originates from Gremler & Gwinner (2000) . All of these items have been applied in bank services research (Bloemer et al., 2007; Fullerton, 2011) .
The adapted items for repurchase intention originate from Boulding et al. (1993) and Zeithaml et al. (1996) . These items have been extensively used in marketing studies including the banking context (Bell & Eisingerich, 2007) . Items used for repurchase intention measures the SMEs consideration of using same retail bank for the new few years. The scales were subject to some adaptation to fit the context of this study. All items scaled were measured using a 7-point Likert scale ranging from very strongly disagree (1) via neutral (4) to very strongly agree (7).
Prior to survey administration, the instrument was subject to a pilot assessment. This was undertaken to ensure clarity and understanding by the respondents of the presented measurement items. The respondents in each case, senior managers, were asked to complete the questionnaire with the objective of identifying any technical words that may be perceived to be difficult to understand. Senior managers were targeted in the business because they were the key employees responsible for the banking relationship within their respective organisations. The outcome indicated sufficient level of understanding and clarity, with a reasonable time of completion of between 10 to 15 minutes for each of the participants.
The sampling setting of this research was derived from the National Bureau of Statistics (NBS) and Small and ijms.ccsenet.org Vol. 9, No. 5; 2017 Medium Enterprises Development Agency of Nigeria (SMEDAN) official statistics published in 2010. The SMEs' population in Nigeria comprises almost 23,000 organisations, adhering to between 10 to 199 employees and having total assets between 5-500m Naira (£20K-£2m UK Sterling). Those participating were targeted using business-district based cluster sampling, with 310 questionnaires being distributed amongst SMEs located in four Nigerian states. The states chosen were Lagos, Edo, Delta and Ebonyi state covering three geographical regions in Nigeria. These states were chosen because they are home to a relatively high numbers of SMEs in their zones and are located in different regions in Nigeria to ensure a level of regional representation of SMEs country-wide. A self-administered questionnaire was used in the study, further supported by a small team of research assistants directed by this study's lead author. The presence of the research assistants was to enhance participation by offering clarification of particular questions to the respondents, and by doing so, ensuring full completion of the presented questionnaire and higher levels of individual SME participation.
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A simple random approach was used which involved selecting businesses within the clustered business areas in each of the identified districts. The researcher and his team approached businesses on a random basis to make enquiry about the number of employees in the organisation. At this point, only businesses who stated that they had employees within the definitional framework of SMEs (10-199 employees) and had a bank account were asked to participate in this research survey. The particular person that participated in the survey was in most cases the business owners who also functioned as the SME's Managing Director. The rationale for their participation was of their responsibility for the banking relationship within their organisation.
In total, 221 questionnaires were returned after the final collection process, representing a response rate of 71%. The high level of response rate can somewhat be attributed to the collectivist culture of the Nigerian society (Ogba, 2008) , with the willingness for most companies contacted to participate in this study. From the 221 collected questionnaires, 22 were considered unusable due to incompleteness; reducing the useable data set to 199 records.
The study focus was to access the impact of relationship length on SMEs satisfaction to their banks in Nigeria. To achieve this aim, the study followed the analysis approach of Wang & Wu (2012) by dividing the data size of the survey demographic into short and long term relationship length. Short term relationship comprises of established banking relationships less than five years with their bank. This represented a useable data size of 70 SMEs, whilst relationship above five years were considered to be long term relationship representing a useable data size of 129 SMEs. The method of analysis comprises of Principal Component Analysis (PCA) with varimax rotation to determine the discriminant validity of each construct are sufficiently different from each other, subsequently reliability assessment was employed using the Cronbach alpha method to determine the reliability of each set of scale for internal consistency. The next stage of analysis involved the deployment of regression analysis using the forced method approach considering the theoretical establishment of satisfaction and loyalty construct in the literature.
Study Findings
The fourteen items implemented yielded as part of their PCA assessment sufficient factor extractions ranging from 0.66 to 0.85 and loaded in two distinct constructs. The evidence on Table two below indicated acceptance of the constructs for further analysis including the acceptable reliability scores of satisfaction (0.90) and loyalty (0.92). The Cronbach's alpha post-hoc reliability assessment of the 4 retained items for satisfaction and 8 retained items for loyalty were all satisfactory with reliability scores of 0.90 and 0.92 respectively, being clearly in excess of the 0.70 threshold value suggested by Hair et al. (2010) . Further assessment of the Cronbach's alpha measures achieved through item deletion suggests that no further deletion of any item within the scale set can improve the overall reliability of satisfaction and loyalty scales were identified. The results are documented in Table 3 . The result from the regression analysis suggests that both short and long term relationship length model were significant at 0.00%. For the short term relationship duration, satisfaction positively predicted loyalty with a variation of 45%. Likewise, for a longer relationship length, satisfaction also had a positive prediction of loyalty with a variation of 43%. The results are documented in Table 4 to 7 respectively. 
Discussion and Conclusion
The study aim was to investigate within the B2B RM context comprising of the Nigerian SMEs satisfaction impact on their loyalty towards Nigerian bank taking into account relationship length as a key determinant factor in these relationships. The study finding is in resonance to the extant literature that satisfaction contributes fundamentally as a key driver of loyalty in RM. This finding was consistent for both relationship lengths. Surprisingly, this study found no significant difference between the short and long term relationship length of the SMEs banking association with their banks as indicated in Tables 4 to 7 above. This is in contrary to other studies which have found significant impact of relationship length to the sustainability of the relationship. The context of this study provides an indication that perhaps the SMEs continuous patronage of their bank services is not based on how long the SMEs has been but the benefits been derived from their relationship such as technical and financial support.
In terms of contribution, this study extended the relationship framework of satisfaction and loyalty into a new terrain which is clearly under studied in RM.. Furthermore, this study examined the dynamics of the association by assessing relationship length as a key factor in SMEs and bank relationship in Nigeria; this is an area of study that has not been subsequently studied. Therefore the study adds to the body of knowledge in the area of relationship length.
The research also makes substantial practical knowledge to the bank practitioners in the sense that the study identifies that, whist SMEs satisfaction and loyalty were evident based on the mean values on Table 2 above, the consideration of diversity of RL as a relationship driver was mutual, thus bank practitioners should consider maintaining their ongoing strategies of satisfying their customers regardless of the RL through the deployment of technical and loan supports. Alternatively, the banks can take the opposite approach by formulating incentives that will be more attractive to long term customers. For example, the banks can consider giving more financial supports to SMEs whose relationship duration has been for a much longer term than the short relationship counterpart.
